Although there has been a lot of research done to understand how to create a corporate brand that can generate profits for the company, there are still few studies that examine how brand equity is created and measured in the digital era full of internet. This study aims to broaden the conceptual framework regarding existing consumer-based brand equity by combining several constructs from a cognitive perspective and also conceptual perspective on brand equity and implementing them in online-based companies in the current digital era. Methode Spoken in research this is method descriptive, with collecting data used is with use conceptual review that later on reference theory gained will made as foundation basic in get results research. Results of reserch put forward that in equity brand based on consumers in the digital age need to be it is modification of the model from the equity model brand traditional with add online elements like manufacture and website enhancement and more emphasize on trust consumers. Implications from this research, that must it is attention more big about how company create the brand equity on companies online-based, so brand permanent will become the main capital companies that can create great value to company.
Introduction
The main capital of a business is a brand (Tauber, 1988) . Brands are increasingly known as the company's main assets because they can create more than 60% value for the company (Halliburton & Bach, 2012) . This is what underlies that brands are very important, not only for producers but also for consumers. Brands will make it easier for consumers to make purchases. Consumers do not have to evaluate all existing products every time they make a purchase. Brands can convince consumers that they will get a consistent quality when they buy a product with a certain brand (Rangkuti, 2002: 5) . (Budiati, 2017) . Internet is said to make the brand become irrelevant, where consumers now have access to free and without limits on information product, be it price, product characteristics and tools (eg, price comparison) as well as access to a large number of suppliers (Chen, 2001; Dussart, 2001 ).
Apart from the dotcom industry disaster in early 2001, and despite the final prediction of brand management as a result of e-commerce, the brand proved to continue to provide value to the company (Rios & Riquelme, 2010 ).
Although there is more speculation that e-commerce has a big impact on brands, where brand management is called outdated in the digital era today, with the emergence of new media and new techniques such as interactive marketing that makes traditional brand management become less effective (Sealey, 1999 McKinsey, 1994 . In addition, with the emergence of new corporate brands such as Amazon.com, Yahoo, Google, eBay, Facebook in this digital era and especially with the ownership of very large brand equity, which immediately puts them far above the offline companies (Rios & Riquelme, 2010 ).
As markets evolve and produce new types of competition, namely competition involving pure internet companies and other companies using a brick and click combination strategy, it is suspected that companies need more than just brands (Rios & Riquelme, 2010) . With a competitive business environment in today's digital age, brand equity become one of the main issues in most research in the field of marketing because brand equity will create value for companies and customers (David A. Aaker, 1991) .
Company in the digital age should be able to create and use a digital force to build the company's brand, brand equity have some specific and different things associated with the brand for online retail companies, for example, related to the design of the web site. Website is the most effective means to make brand digital assets, the download website design, companies must pay attention to important things such as security, accessibility, navigation (Page & Lepkowska -White, 2002; Budiati, 2017) . Therefore, this research will put more emphasis on customer-based brand equity in the digital era or more precisely on companies that are engaged in e-commerce, where trust plays an important role. Because in the type of offline business, consumers can interact with the physical and tangible features of the product to form different beliefs from online businesses (Berry, 2000) . A thorough understanding of brand equity from the consumer's point of view is very important for managing the brand in order to be successful. Keller (1993: 8) suggests that high consumer-based brand equity can have a good impact on companies such as greater income, lower production costs, and higher profits. DOI 10 .18502/kss.v3i13. 4262 Page 987 2nd ICIEBP
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Branding
A brand is the name or symbol used to identify a product. When developing new products, branding is an important decision. This is because brands can add significant value if they are well recognized and have a positive association in the minds of consumers (Matin, 2016) .
Brands are said to be complex phenomena, because not only as a product, but also as a unique property of a company and have been developed from time to time so that it can embrace a set of values and attributes that are meaningful both tangible and intangible and differentiate products appropriately with products similar (Murphy, 1990 A strong brand will be more accessible to consumer memory, and consumers will be able to make relatively good choices without too much effort (Herr, Kardes, & Kim, 1991) . Consumers also sometimes rely more on the name of a brand as an indication of quality than other information (Zeithaml, 1988 
Digital branding
Arrival digital age this is challenge big for brand of a company for make use of world that without limit in marketing activities and brand management. Digital age actually can help create better relationships between consumers and producers (Budiati, 2017) .
The internet as a communication medium provides various benefits to users, including to do Digital Branding. Digital branding or often called e-branding, internet branding or i-branding, is defined as a brand that has an online presence (Rowley, 2009 ).
Digital branding is a brand identity used by a product or company online, which is different from traditional brands. Dayal, Landesberg, & Zeisser (2000) suggested that on the world wide web, the brand is the experience and the experience is the brand.
According to Chaffey (2008) 
Brand equity
Brand equity was first introduced by Farquhar (1989: 24) , which is the added value to the firm, the trade, or the consumer with which a given brand endows a product, whereas in a market, brand equity is defined as loyalty, namely the willingness to someone to continue to purchase your brand or not. Aaker (1991) said brand equity is a set of assets and liabilities related to brands, names and symbols, which adds or reduces the value provided by the product or service to the company and / or company customers.
According to Astuti & Cahyadi (2007) , brand equity is a set of associations and behaviors that are owned by brand customers, members of distribution channels, and companies that allow a brand to gain strength, endurance, and excellence that can differentiate with competing brands.
Brand equity associated with a known brand name, image quality, strong brand associations, and other assets such as patents and trademarks. If customers are not interested in one brand and buy because of product characteristics, price, comfort, and with little care for the brand, the possibility of brand equity is low. If customers tend to buy only one brand even if faced with competitors who offer superior products, for example in terms of price and practicality, the brand has high equity value (Astuti & Cahyadi, 2007: 146) .
Brand equity has been viewed from various perspectives. The first perspective uses the concept of brand equity in the marketing decision making process. The second perspective is financial based and looks at brand equity in terms of future cash flows that will result from branded product revenue compared to income that will occur if the same product does not have a brand name (Simon & Sullivan, 1993 Keller (2003: 60) argues that consumer-based brand equity (CBBE) is a term that is made to separate the notion of brand equity based on finance. It is stated that this is the differential effect that brands have on consumer response to the marketing of that brand. Consumer-based brand equity is defined from the customer's perspective and based on consumer knowledge, familiarity and association relationship with the brand, which is where a brand has value, and that assessment must be created ( 
Customer-based brand equity
Research Methods
It can be said that research on consumer-based brand equity has been widely analyzed from a variety of different perspectives depending on the unit of analysis, internal objectives and strategies of the company or organization; internal and external marketing activities, especially marketing communications; and other stakeholder-based brand equity both at corporate companies and other offline companies, as well as brand DOI 10 .18502/kss.v3i13. 4262 Page 991
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Basically, this study aims to broaden the conceptual framework regarding existing consumer-based brand equity by combining several constructs from a cognitive perspective and also conceptual perspective on brand equity and implementing them in online -based companies in the current digital era. Based on these objectives, the method suitable for this research is descriptive method. Collecting data in this study using conceptual review, which with the literature study study of this concept, researchers will look for relevant theory references to the case or problem found. The theoretical references obtained from the study of literature on the concept of the study will later be used as a basic foundation in obtaining research results.
Results and Discussion
Brand equity development
Kraft brand equity has been used since the 1980s by advertising practitioners (Barwise, 1993) . However, content, meaning and measurement of brand equity that can be univer- 
Brand equity in online companies
Practitioners who have reviewed e-commerce practices in the early years concluded that companies in the e-commerce business can build brand awareness, foster customer commitment, create a superior reputation and provide exceptional value (Carpenter, 2000) . Increased media networks and the popularity of so s ial is an issue and needs attention because it will give to management of brand equity (Van Osselaer & Alba, 2000). The internet allows consumers to access information freely about the quality, features and reliability of products by using an online database that can take the form of reviews from other consumers and product rankings (Chen, 2001 ).
The unique nature of the e-commerce business environment makes it (1) easy to apply to online business models; (2) easy to get information; and (3) it is difficult to assess the trust or legitimacy of online companies. Without brand equity, e-commerce businesses cannot distinguish themselves and will be grouped in a commodity environment. Although brand equity is an important asset for traditional businesses, it may be a more important asset for e-commerce businesses (Hilton, 
Model of consumer-based brand equity (CBBE)
Brand equity model based on consumer perception has been extensively studied in Another opinion is given by Yoo & Donthu (2001) which defines consumer-based brand equity in 3 components, namely marketing mix elements selected from the traditional "4p" marketing activity (price store, image, distribution intensity, advertising spending, and price deals), brand equity dimensions (perceived product quality, brand loyalty, and brand awareness / associations) and overall brand equity. consumer-based brand equity. In addition, this model provides an overview of the impact that will be given by the CBBE, namely future brand loyalty and premium future prices. 
Model of consumer-based brand equity (CBBE) in the digital era
Several theoretical and empirical studies have tried to identify the sources of brand equity and variables that can influence the source of brand equity in the digital era, especially in companies engaged in online business (e-commerce). Page & Lepkowska -White (2002) suggests that web equity (brand equity for e-commerce) can be made similar to brand equity in offline products, by influencing two image and awareness dimensions, and proposing that loyalty is the result from web equity. This is reinforced by the research of Na & Marshall (2005) , which strengthens Page and Lepkowska-White's opinion that brand equity is conceptually the same for any brand, and that the brand equity model that works for offline products and services can also be implemented in the online domain. 
Web functionality
The functionality here refers to elements of web site design that make web usage fun 
Fulfilment
This fulfillment refers to the aspects of delivery that are related to the purchasing process (Maltz, Rabinovich, & Sinha, 2005) . Whereas from the consumer's point of view, fulfillment in online business means that the seller delivers the product they promise to the buyer. Some companies online, realize that the problem is fulfillment very important because it will cause dissatisfaction, distrust, or termination of relationships, so they are very careful (Pitta, Franzak, & Fowler, 2006) . This is what proves that fulfillment The first step in building brand equity for online companies is to create brand awareness. Before a company can be included in a consideration, consumers must first be aware of the brand itself. Search engines. Search engines that dominate the internet today will be very helpful in creating awareness about the company. They . Cross-promotion. The increasing use of cross promotion in the online business environment, in addition to aiming to reduce costs also provides wider opportunities to introduce products or services to different consumers. Two important aspects in implementing cross promotion are companies can help consumers to explore products that relate to products that consumers will buy, and these products provide social proof for consumers. Assuming that the specific product purchased by many people, and his company will shortly ampilkan when consumers are shopping. This is a strong incentive for consumers to add these products to their shopping carts.
The second step in building brand equity is to improve the knowledge (knowledge) about the company's customers. The aim is to enhance the positive image of the company from consumers by connecting strong, profitable and unique features with the brand name. Quality and Brand Equity. Consumer perceptions of a product and service quality of the company will create strong and unique associations in their minds. High quality products or services will make customers satisfied and reward companies with repeat purchases, and will spread positive word-of-mouth (Evans, 1998 ). An additional product that is important for online companies is a website. Companies need to create high-quality websites or improve the quality of existing website, because a website is the only way and the Integration doing business online.
Trust and Brand Equity. The cost of getting customers is significantly higher in the online business environment than in traditional retail channels (Reichheld & Schefter, 2000) . Trust will lead to customer loyalty (Reichheld & Schefter, 2000) . The value of loyalty will be higher in the online environment than in the physical world because of the high cost of customer acquisition and the level of people who switch brands is also higher (Rafiq, Fulford, & Lu, 2013 
Conclusion
Online environment to facilitate the company to replicate its business model, me eh consumers to obtain information, and make it difficult to assess consumer confidence or legitimacy of an online company. Because brand equity reduces these online characteristics, or immunizes a company from its effects, this is very valuable. Because brand equity is difficult to build, distribution and mobilization do not move heterogeneously.
Thus, brand equity meets all three conditions as strategic resources. Customer-based brand equity is an important concept that has become the basis for much research on branding. However, we live in an increasingly connected world, both globally and mobile that has brought new challenges and opportunities for research on branding. How the current brand model is created, measured and managed needs to be expanded to incorporate this new challenge and reality.
